Introduction
Technology has had a great impact on our daily lives, particularly on information distribution and communication processes. 1 The current mode of information distribution has redesigned the way how people search for health information, and it has become an important aspect of treatment and care in mental health. Access to information may aid treatment, as many health problems and mental health disorders benefit from psychoeducational strategies. 2, 3 Granting broad access to mental health content online has made it possible for people to access information and support 24/7.
While there is a vast amount of accurate mental health information available online and a growing number of websites focused on mental health content, 4 stigma is still common and is aggravated by false, inaccurate data that spreads over social networks. 5 Therefore, the pattern of online information distribution may either influence treatment positively, or it may delay adequate treatment and adherence by fostering stigma and suggesting ineffective or inaccurate treatment options.
By taking advantage of the most effective online strategies used to disseminate adequate knowledge, we may be able to reduce stigma and enhance social inclusion of people with mental illness. 6 Furthermore, patients with difficulties such as social anxiety, depression and introversion seem to provide an insight into their mental health status on social media. 7 Thus, social media could be a useful strategy to promote engagement in treatment interventions and research, 8, 9 especially when a large number of studies currently face difficulties recruiting participants. 10 Access to accurate information could be a starting point for patients to wish to seek and receive treatment, 11 therefore it may be useful to study the case of a website that has received thousands of visitors talking about mental health, using content marketing and social media strategies. We chose to study BuzzFeed's Mental Health Week (BFMHW) because it was a mental health-focused event (week) promoted by a website that has a global audience and is a pioneer in the field of social news and entertainment. BuzzFeed publishes posts across many social media platforms and covers a wide range of topics using diverse, creative posts, which often "go viral." One of its core components is the association between informational content and marketing strategies, with a secondary focus on entertainment. 12 In December 2015, BuzzFeed promoted the Mental Health Week. 13 Several posts were published on their website, with consistent approaches discussing mental health problems and disorders.
Marketing companies specialize in analyzing metrics and planning strategies to increase the popularity of brands and services online. Two processes focused on creating and distributing content to attract and retain audience/customers are Inbound Marketing and Content Marketing, which consist of creating and sharing content with the objective of engaging the audience, thereby building confidence. 14 The main idea behind these processes is to create viral content by sharing it via social media, managing to combine people's needs to socialize, be informed and be entertained. 12 Social media metrics measure online activities in three stages: exposure, influence and engagement. 15, 16 Exposure measures the reach that the media has achieved with its current efforts, using metrics such as 
Metrics of format and content

Data analysis
The variables were analyzed using the Shapiro-Wilk However, differently from frequency, the number of views (Figure 3 ).
Metrics of format and content
Format and content were evaluated with descriptive elements and are expressed here as percentages considering the 20 posts extracted from the BFMHW website and the 41 videos available at the BFMHW playlist on YouTube.
Pattern of narrative
Of the website posts, 75% used graphs/lists as the pattern of narrative and only 25% used self-reports/ experience as main stories. Among the videos, an array of different narrative elements were found, with the majority featuring self-reports/experience (58%). Of these, 75% were real-life self-reports and the remaining 25% were interpreted by actors from the BuzzFeed team. Fictional stories accounted for 24% of the videos; of these, 60% were short interpretations and 40% were web series. We also found that 12% of the videos used audio/images; only 5% were interviews (graphs A1 and A2 in Figure 4) .
Content
In the analysis of content, experience and mixed content were the most common categories, accounting for 85% of the website posts. Among the YouTube videos, the experience category was identified in 81%
and mixed content in 78% (graphs B1 and B2 in Figure   4 ). BuzzFeed's website posts also had information as content in 40%, humor and inspiration in 35% and pop cultural elements in 25%. Tips and expression were the least common types of content found, accounting for only 15% of the videos and 5% of the posts, respectively.
We observed that information, humor and tips showed similar trends in both posts and videos, as opposed to expression and inspiration, which demonstrated contrary trends. 
Media format
Media resource evaluation revealed that most (graphs C1 and C2 in Figure 4 ).
Publication format
In this analysis, we found that 75% of the website (Table 3) .
Shares and retweets.
When we looked at posts shared on social media from the sample taken from the BFMHW website, the median number of shares and retweets was much higher on YouTube (19, 178) than on Facebook (285) and Twitter (112) ( Table 2 ).
However, when we looked at the sample of videos from the BFMHW playlist on YouTube, the median of shares and retweets was higher on Facebook (4,510) than on
YouTube (1, 203) . Finally, Twitter showed the lowest number of interactions (92) ( Table 3) .
Comments, replies and BuzzFeed interactions.
Regarding comments, replies and BuzzFeed interactions in the sample of posts on the BFMHW website, a median of 9,687 actions was found on YouTube, vs.
40.5 on Facebook and only 2 on Twitter ( In this sense, it is important to highlight that evaluating how intrinsic content quality influences metrics was not within the scope of this study -rather, our aim was to analyze the pattern of information distribution online.
We can say that, in this specific case of appropriate content, exposure was correlated with engagement;
whether the same would occur with posts with lowquality content remains unknown. Nevertheless, among social media metrics, engagement rates could be used as a measure of the effective delivery of key messages, as it takes into account the person's actions as a measure of actual contact with the online content. 21 In this sense, we suggest that mental health initiatives online should consider video format and publication in more than one media channel. 
